
 

 
 

 

Engage Your Major Gifts Donors to Identify More Prospects for Your Campaign 

Genesa Greening, President + CEO, BC Women’s Hospital + Health Centre Foundation 

Those who love most and know you best are clearly the folks who can develop the most 

impactful relationships with other potential donors on your behalf.  Being able to find ways to 

engage them in prospecting can feel forced or disingenuous.  How do you create natural ways 

to encourage your key donors to bring others alongside your organization? What mechanisms 

can you put in place?  How can you help ensure it doesn’t result in quid pro quo for your 

donors? Your organization is making real impacts in the community.  Your donors have an 

opportunity to multiply their investment by leveraging the philanthropy of others.  Let’s figure out 

how to make that happen! 

 

IMPACTFUL RELATIONSHIPS = LOYAL AMBASSADORS 

 

 Gratitude! Gratitude! Gratitude! 

 Sharing + communicating impact 

 Highlighting the gap + opportunity to fill it 

 Listening + reflecting 

 Inviting advice + input 

 Including them in the story 

 

INVITING OTHERS INTO THE TENT 

 

 Utilizing their story 

 Have them identify what they are the most interested in 

 Build on their inclinations + platforms 

 Provide options + be flexible 

 

THE BASICS 

 

Tactics: Mining your Database for “Diamonds” 

Try some of the following to find strong major giving prospects in your own house file: 

 

1. Donor segmentation by recency, frequency and amount to see who your most 

committed donors are 



2. Take your top donor list and conduct confidential prospect review sessions with 

members of your Board 

3. Apply a set of wealth indicators to your database to cull out prospective donors who 

have capacity 

4. Identify the various giving levels of your organization and create a threshold for major 

donors – then start cultivating those who are just below 

5. Develop major gift donor indicators and create a rating system and apply it to your 

database 

 

GETTING TO THE NAMES 

 

 Provide prompts + ideology on the best solicitation* 

 Intentional prospecting conversations 

 Group prospecting within peer groups 

 CONFIDENTIALITY 

 

*Key Concept: The best solicitation is… 

 

The Right Prospect Does the donor have an affinity for & linkage to the Mission? 

 

The Right Gift  Does the donor have the capacity for the gift you are soliciting? 

   Does s/he have a passion for the project? 

 

The Right Solicitor Does the donor have an appropriate connection to the person  

asking? 

 

The Right Way Are you taking all you know about this donor into account when  

    crafting an ask strategy? 

 

The Right Time Will the donor’s gift capacity be changing (up or down) in the  

foreseeable future? 

Is this the right time to be asking this donor for this gift for this 

project? 

 

AVOID QUID PRO QUO 

 

If a donor has been truly engaged, thanked, and educated you can help avoid them fielded 

favours to engage their network as donors to your organization. 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

ADDITIONAL RESOURCES 

 

Key Concept: Develop your case around things you already do! 

• Take a look at your annual programs 

• What makes you the best at what you do 

• Create ‘units of service’ 

• Highlight the gap where the donor can ‘step in’ 

• Identify fundraising targets 

 

Activity: What are some potential items or projects that you could build a case around for 

major gifts?  Spend some time thinking about the less ‘flashy’ items that might be easily 

overlooked. 

 

1. _____________________________________________________________________ 

2. _____________________________________________________________________ 

3. _____________________________________________________________________ 

4. _____________________________________________________________________ 

5. _____________________________________________________________________ 

 

 


